posits that women entrepreneurs are unlikely to adopt more sophisticated technologies if they are not familiar with the basic ones as opposed to men. That"s why entrepreneurships owned by men grew faster at a rate of 32% annually as compared to 16% of those owned by women. This is because of the limited number of women who have technical knowledge. Women are still observed to be lagging behind in development issues and lacks empowerment traits.
Many women businesses are still missing the huge potential benefits of using mobiles technology as a part of their business enhancement (Ikiara, 2001 ). The different modes of communication embedded in most mobile phones including voice, SMS, radio, TV, interpersonal and group communications don"t seem to improve the situation (AFFRI, 2009) Most of them are still clinging to the old fashion mode of communication that include newspapers, radio, banners and posters, and the use of traditional yet ineffective landline when it comes to interpersonal communication. This has resulted to some of them despite, being in the market for long, being overtaken if not edged out of the business by those that utilize mobile telephony because they are unable to achieve their set business goals (Svanaes, et al, 2010) . This study sought to assess the extent of adoption and usage of mobile phone services in empowering women entrepreneurs in Machakos County, Kenya.
II. LITERATURE REVIEW
This section presents theoretical and empirical review 2.1 Uses and gratifications theory Uses and gratifications theory (UGT) as an approach helps in understanding how and why people actively seek out specific media to satisfy their specific needs. UGT is an audience-centered approach to understand mass communication (Severin and Tankard, 1997). Diverging from other media effect theories that question "what does media do to people?" UGT focuses on "what do people do with media?" (Katz, 1959: 54) .
This communication theory is positivistic in its approach, based in the socio-psychological communication tradition, and focusing on communication at the mass media scale (Lynn, 2013) . The driving question of UGT is: what do they use media for and why they use them? UGT discusses how users deliberately choose media that will satisfy given needs and allow one to enhance knowledge, relaxation, social interactions/companionship, diversion, or escape (Tankard, 2000) .
It assumes that audience members are not passive consumers of media. The audience normally has power over their media consumption as they assume an active role in integrating and interpreting media into their own lives. Comparing this with other theoretical perspectives, UGT holds that audience is responsible for choosing media to meet their desires and needs to achieve gratification. This theory would imply then that the media compete against other information sources to gratify viewers (Katz, 2011 The use of mobile phones by women owning business is propagated by the fact they want to get information, reach their customers and also make business transactions. So to them the mobile phone services meet their economic need and hence gratify them. Mobile phones, a comparatively new technology have been found to attract many uses and gratifications. This is propagated by their mobility nature, their accessibility which is normally constant and their characteristic that they have options to add and access content. In general, people use mobile phones for the following uses and gratifications: affection/sociability, entertainment, instrumentality (information seeking, talking to business partners and coordination of business), psychological reassurance, fashion/status, mobility, and immediate access (Blumler, 2011).
Extent of adoption and Usage of Mobile Phone Applications in Empowering Women Entrepreneurs
The use of mobile phones has spurred a great economic development in African countries. Some of the specific features of mobile phone technology is the mobile phone-based products and services offering beyond basic messaging in form of texts and voice calls. Despite the fact that mobile phone services have more often focused on applications for entertainment, in developed countries, the same applications have been used to provide opportunities for disseminating information on agricultural prices health care monitoring and money ransferring in developing countries. The rapid adoption of M-Pesa and other m-money transfer services is not taking the population by surprise as it has impacted on the financial development not only in Kenya but also in other countries in the subSaharan Africa. It is estimated that less than 30 percent of East and Southern African population have a formal bank account, where 9 percent are in Tanzania to 63 percent in South Africa (FinMark Trust, 2008) . Kenya had only 450 bank branches and 600 automatic teller machines in 2006 (Vaughan, 2007) . Kenyans primarily sent money via Western Union or post office, intermediaries (such as bus drivers), or through friends or relatives apart from the formal financial systems. The use of Western Union were perceived to be more secure but were more often very expensive and not available in remote rural areas. On the other hand, sending money through transport services or via relatives and friends is more accessible but entails high risk of theft. Evidence shows that the cost of sending Kshs 1,000 (US$15) from Nairobi to the western region though M-Pesa by 2008 was two-fifths the cost of the post official rate and one-fiftieth the cost of sending it through buses (Morawczynski, 2009). As such, the use of mobile phone technology by women entrepreneurs have been influenced by many of factors which also appear affect their empowerment in business. According to Cracknell (2004) , the different type of enterprise that women choose to run is normally gendered.
Extent of Adoption And Usage of Mobile Phone Services in Empowering Women
Skills base is a major determinant of business choice among women. Gakure (2004) noted that when women require to earn more money they normally turn to their domestic skills to explore the micro-enterprises. The business choice started was largely gendered in the first place. This is in recognition of the biasness in education and training which influences the career choices as defined the cultural setting. Business choice thus defines the information required which in turn define the ICT tools (Kalundo, 2004) .
Mobile phone usage is very high among the SMEs operating in the Kenyan economy. This is evidenced by the findings of a study by Maru (2004) carried out among 50 entrepreneurs (72% women) in Eldoret where it was found that there was a very high penetration of mobile phone usage. Among ICTs usage, 88% of what was commonly used were mobile phones. The respondents mentioned that they were able to communicate and deliver products through the use of ICT faster than they would if it was not there. Specific advantage realized through the use of mobile phones included: faster and easier decision making, faster transfer of information, reduced transaction and communication costs, quicker sales, and easy access to products and services. Maru (2004) posits that the most important information required regarded suppliers and the market. Mureithi (2005) further reported that there was high usage mobile phone by MSEs owners in Kariobangi Light Industries in Nairobi known with 450 plots, at 93.8% against usage of the fixed line of 29.7%. Among the users without a landline, 22 .0% mentioned that they did not need one.
Women support groups also has influence on the tools they use in accessing information. Evidence show that use close, support groups for their businesses owned by their spouses, relatives and their own groups. According to Hisrich and Peters (2002) , women were found to consult their spouse on major decisions in their enterprises. On the other hand, it was revealed that men consulted their spouses last. Through informal consultation, information was found to follow the pattern whereby mobile phones was defined as one of the most effective communication tools. Business needs and the use of the information were more often informed by the motivation for first establishing the business.
In a study done by Imbaya (2004) in Eldoret seeking to determine the extent of entrepreneurial disposition and how it effect women performance. The study also entailed searching for the social factors affecting the development and growth of women enterprises. A total of 175 women enterprises were studied where the findings revealed that most of them perform poorly as justified by the fact that they lacked locus of control. The decision to go into business was determined by people other than themselves as indicated by (68.6%), followed by husband (24.6%), parents (27.4%) and friends (13.1%). The decision to start a business followed a clear description of their situation by only 31.4% of the women. Owning a business enterprise was therefore described by as a necessity rather than an opportunity. To achieve growth, women therefore need to redefine their situation in order to see owning an enterprise as a means to their prosperity.
A study by Kibas and K"Aol (2004) of 24 SMEs which were considered to be successful with over 5 years" operation in Kenya revealed that that 64% of business people (comprising 29.2% women) entered business due to the opportunity they saw. As such, the decision to start a business was deemed critical for success.
According Huyer et al. (2005) , women were losing as far as the expansion of business networks by relying mobile phones rather through the Internet. By relying information on the phone, they limited their contacts to informal family networks thus limiting their potential for entrepreneurship growth. Huyer et al. (2005) found that men frequently felt that women freedom to have mobile phones destabilized their marital relationships. In this was evidenced by the fact that in many cases men monitored mobile phone and Internet usage by their spouses. While mobile phone demonstrated a gain in Chennai over reliance on it was deemed in Southern Africa as it caused distress in women"s relationships with men (Huyer et al. 2005 ).
Mutwiri (2013) investigated mobile phone and rural livelihoods among smallholder farmers in Machakos County, Kenya. The findings of the study revealed that the use of mobile phone technology improved the livelihood of d farmers by increasing their income while reducing losses, though it did not directly
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III. METHODOLOGY
The research was conducted in Machakos Municipality of Machakos county. Machakos County is a county of Kenya and its capital is Machakos town. Its largest town is Machakos town, Kenya"s first administrative headquarters. This study used mixed methods research approach. The study population was women entrepreneurs in Machakos municipality. Systematic sampling technique was used to select 350 women entrepreneurs. Purposive sampling technique was used to select key informants. The Key informant interviews comprised of 2 women group leaders comprising of the chairlady and the secretary, 2 officials in charge of ICT and business from the service providers (one from Safaricom and the other from Airtel), 2 officials from the Ministry of Information Communication and Technology and 2 county officials in charge of business development and licensing. Questionnaires, interview schedules and focus group discussions were used to collect the data. Qualitative data was analysed by use of descriptive statistics such as frequencies and percentages while qualitative data was analysed using thematic analysis technique. The study found out that the majority (99.1%) of the women entrepreneurs own their mobile phones for purposes of doing businesses. This is similar to the studies carried out by (Strategic Growth Concepts, 2013 & Donner & Escobari, 2010) both in developed and developing countries case Kenya and Uganda, where it was established that majority of women entrepreneurs were using mobile phone technology services in their businesses. Two key informants from the service providers, Safaricom (S1) and Airtel (S2), concurred that almost all women entrepreneurs in the county owned a registered mobile phones. From their data base, 90% of businesses owned by women had a registered mobile phone. A key informant who"s the chairlady of a women group informed the researcher that all women in the group owned one or two mobile phones, since mobile phone is their tool of trade. A manager at Safaricom service provider informed the researcher that most women only inquire about and ask for assistance to download whatsApp more than any other social media. WhatsApp has gained dominance over the other social media channels since it is easy to use. This finding also tallies with the TAM which stipulates that women adopt easy to use technology and avoid any technology which they feel is hard and requires learned skill (Kotelnikov, 2007) .
IV. FINDINGS OF THE STUDY
Accessing information by using the mobile phone Most of the respondents interviewed (89.7%) agreed that mobile technology services enables them to access information. This tallies with the study done by (World Bank, 2012) on information communication for development. The study found that mobile phones enable entrepreneurs to access information on market needs and financial information. It also concurs with the study done by (Muturi, 2012) which found that rural farmers depend on the mobile phone to access information about farming. The literature reviewed showed that in India and the USA, women have adopted the mobile phone to access information about the markets for their products; thereby improving their businesses (Joseph, 2005) .A key informant who is the secretary of a women group acknowledged that mobile phone enables the group members to access information about their businesses and about the women group. She said, L2: We send information to our members on issues of our group, because of our busy schedules; we don't meet often but use our mobile phones to pass information to one another.
I send notices of our next meeting through the mobile phone and members can access the meeting minutes through their emails addresses in their mobile phones, although many do not read the minutes because they don't know how to access their emails.
A key informant in the ministry of ICT (T2) informed the researcher that the ministry is taking advantage of the accessibility of the mobile phone to pass policy information to citizens instead of using electronic media like radio and TV and the ministry has noticed a positive impact, and this means that information is more accessible through the mobile phone. The study found that most women entrepreneurs interviewed owned kiosks, retail shops and wholesales shops at 89.8% and this agrees with the findings by (Donner & Escobari, 2010) on mobile phone use by micro and small entrepreneurs in developing countries whose findings were that women entrepreneurs are gendered towards their domestic roles and that they shy away from difficult areas like distribution and production.
From the 12 participants in the two focus groups, only 2 women participants were in the distribution businesses, the rest owned a kiosk, a retail shop or a wholesale enterprise. None of them was in production. Skill base determines choice of business and when women want to earn money they turn to their domestic skills to exploit in the micro-enterprises (Gakure, 2004) . This is cognizant of the cultural bias in education and training and subsequent career choices defined by cultural setting. Most African cultures perceive women as the weaker sex and hence when it comes to business, they can only perform the "soft" businesses. The finding was also supported by a key informant from the county commission (C1) in charge of business development, who said that most women who come to register their businesses are either in retail or service industry. Most business entrepreneurs interviewed are sole proprietors at 75.3% as compared to partnership at 24.1%. By being sole proprietors, they are able to make strategic decisions about their businesses and on which technology suits their businesses. The findings concur with a study done by (Malhotra, Sidney and Carol 2002) on measuring women empowerment whose findings were that women who are sole proprietors were more empowered as they could make their own decisions without depending on their partners to make decisions for them.
Ownership of business done by women entrepreneurs in Machakos Municipality
The findings tally with the information given to the researcher by an official in charge of business monitoring and evaluation at the county offices (C2). He said that 90% of all registered women enterprises were sole proprietors. The women set up the businesses themselves and manage them. He added that when women leave formal employment, through retrenchment, retirement or optional decision they turn to self-employment.
They may also open businesses on the side while still formally employed and most of them are sole proprietors.
The focus group discussion members also supported these findings since all participants were sole proprietors of their businesses apart from one who had partnered with her sister. One participant said,
W3: When I got retrenched from formal job, I used the money paid to me to set up my supplies business. I didn't involve anybody even my husband lest the business failed to pick. I wanted to try the business alone so that I may learn first. I also realized that it was easier to register a sole proprietorship than any other business.
Women will only be empowered if they are able to make critical decisions on their social and economic status. It would be easier for them to adopt whatever technology they find useful for their business when they don"t need to depend on anybody to make decisions for them. The study found that 24.1% of the businesses were family businesses while 6% were women group businesses. This means that the married women consulted their spouses or other family members when running their businesses. This is in agreement with Hisrich and Peters (2002) that women consulted their spouse first on major decisions for their businesses. The findings are also in agreement with study a done by Imbaya (2004) on entrepreneurial disposition and its effects on performance among women. The study found that most performed poorly because of lack of locus of control. The decision to go into business was determined by people other than themselves. Women find it easier to start a family business in which they can be consulting family members. The research found that most women entrepreneurs used the mobile phones for business transactions (87%). This agrees with the study done by (Kretschmer, 2012) on Information and Communication Technologies and Productivity Growth, whose findings were that most women acquired mobile phones in order to do business transactions from the comfort of their premises. It also agrees with Uses and Gratification theory which stipulates that users deliberately choose media that will satisfy given needs and allow one to enhance knowledge, social interactions and companionship (Tankard, 2000).
Type of Partnership Business

Application of mobile phones in business transactions
The key informant (T2) in the Ministry of ICT informed the researcher that the mobile phone is widely used by most entrepreneurs to transact business, as compared to other technologies in the county. All participants in the focus groups concurred with the findings. They all use their mobile phones to transact business. One participant said, The study found that the application of the mobile phone which was used most often was Mpesa at 87% and only 10% of the respondents rarely used it. This means that Mpesa was widely adopted as compared to Mshwari at 49% and both services can be used to transact business. The difference may be because of lack of knowhow to use Mshwari as compared to Mpesa which was introduced earlier and is easier to use. According to the TAM theory, women avoid technology deemed as hard to use and only adopt the technology which they feel is easier to use and requires less learned skill (Kotelnikov, 2007).
W4: I do almost all business transactions using my mobile phone. I send and withdraw money using my phone, I pay bills using my phone, I bank using my phone and I even call my clients. This phone does for me everything. If I was to pay people to transact all the businesses, I do I would be spending a lot of money to pay them.
Frequency of adoption and use of mobile technology in business
A key informant from Safaricom Limited (S1) who is the Machakos branch manager informed the researcher that Mpesa service is the most used service in their organization. This may be due to the fact that Mpesa is easy to use and it can be used by both banked and unbanked. He said, S1: Mpesa is so popular among the entrepreneurs, in fact we had to set a different counter because Mpesa inquiries where so many. Business people wanting to deposit or withdraw huge sums of money using their mobile phones come here because we always keep a high float for them.
24% of the respondents agreed that they use mobile technology quite often to buy and sell their products. This means that mobile technology has been adopted by women entrepreneurs in transacting business although by a small percentage which contradicts with a study done by Komunte, Rwashana, & Nabukenya (2012) on comparative analysis of mobile use by women entrepreneurs in Kenya and Uganda and found out that women entrepreneurs use the mobile quite often to sell and buy products both in Kenya and Uganda.
Only 2 out of 12 women respondents in the focus groups use the mobile phone to buy and sell their products using the mobile phone. The rest said that they didn"t understand how to use many of the social sites like OLX, WhatsApp and facebook. It was established from the field that majority (77.7%) of the women entrepreneurs in Machakos County agreed that application of mobile technology had helped to increase the business turnover. This report agrees with the study that was conducted by (Hamerman, 2010) in the USA which found out that the majority of women entrepreneurs had opted to use mobile phones in business because it was the only way to increase their profits.
A Key informant (C1) from Machakos county office reported that there is increased turnover in women businesses and especially those who have adopted and use mobile technology services. Most women have opened new branches or have increased their stock. All respondents in the focus groups unanimously agreed that their businesses profits had increased substantially. 
Summary of the findings of the Study
The findings show that women entrepreneurs have embraced the mobile phone as an important gadget for their business. 99.1% of the respondents agreed that they owned a mobile phone. Only one respondent did not own a mobile phone. These findings are supported by the statistics in the literature reviewed which shows that by October 2012, Kenya had four licensed mobile phone providers with a total of 29.2 million subscribers between them and by the end of 2013, Kenya had 93% mobile users (Praekelt,2011). According to Demombynes and Thegeya (2011) using Kenya Afro barometer surveys (2011), 80% of adults in Kenyan own phones and another 10 percent have access to phone from in their households, and 3 percent used phones by someone outside their households. The study set out to investigate the extent of adoption and use of these mobile phones by women in their businesses.
The study found that women entrepreneurs in Machakos had adopted and used the mobile phone services for business matters but they had only adopted the basic functions of the mobile phone and specially voice communication at (53.6%) and SMS at (21.1%) of the respondents. Most women entrepreneurs rarely used the advanced applications of the mobile phone with e-banking having the least used service in the mobile phone. Service like the internet had below average users at 17.5% of the respondents. These findings are in agreement with the literature reviewed that women avoid any technology which they feel is hard and requires learned skill (Kotelnikov, 2007) . They also agree with TAM which suggests that the acceptability of an information system is predicted by its perceived usefulness and ease of use. The ease of use is the extent to which one believes that the use of a particular system will be effortless. Most of the women entrepreneurs had basic education and this may be the reason they shied away from the more advanced mobile phone applications since they felt that they lacked the capability and skill to use the advanced applications. From the study, only a few women entrepreneurs attended any trainings and workshops to be sensitized on the use of the advanced applications. So the women entrepreneurs in Machakos missed on the benefits of using the advanced applications.
The findings show that the mobile phone has changed the way of doing business. Women entrepreneurs have been increasingly turning to the mobile technology services which aid in business transactions and hence increased profits. On mobile phone accessibility and increase of profits due to mobile phone use showed that 77.1% of the women entrepreneurs said that using mobile phone technology services for
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DOI: 10.9790/0837-2107034859 www.iosrjournals.org 57 | Page their businesses had led to increased profits. This is evidence that the mobile phone technology when harnessed well can improve entrepreneurships which could lead to better living standards for the women and their families and hence lead to empowerment. This claim is supported by Joseph (2005) , who argues that it has become crucial for anyone doing business today to own a mobile phone due to the fact that it provides flexibility and efficiency and has become expected in the fast moving world of business. This was supported by the participants of the focus group discussions who all agreed that since they adopted mobile technology services in their businesses, their profits had increased remarkably. In countries like the U.S.A where women have adopted mobile technology services in their businesses great transformation has been observed. The main drivers of this trend are, improved business practices and performance (Hamerman, 2010) . The study established that social media had gained a rapid acceptance and popularity among the women entrepreneurs although their use was below everage. Facebook was the most popular social medium amongst the entrepreneurs at 37%. Its popularity among women entrepreneurs can be attributed to the fact that Facebook provides interactive and immediacy, two things that are highly desirable to entrepreneurs. It can be used to market products and get new markets due to the high numbers of people using it. The current population of Facebook users in Kenya stands at 5 million which is 9.7% of the total Kenyan population (Internet world stats, 2015) . The study contrasted with the discussion with the focus groups where a participant said; W1: I always forget the password to my Facebook address therefore I have stopped using it and use WhatsApp which does need a password. In fact most of my customers prefer that we communicate through WhatsApp because it is easy and cheap as long as you buy daily bundles.I don"t know how to use Twitter or Myspace and I have never tried because I think they are hard to learn.
Social networks such as My Space, YouTube, Twitter, WhatsApp and Facebook have been receiving a lot of public attention but very few women entrepreneurs in Machakos County use them. Social networks have become important avenues for marketing products and services among entrepreneurs (Kanyingi, 2011) . Social networks have opened a wide market which if well harnessed by women entrepreneurs could lead to reaching new markets for their products and services.
The findings of this study show that 89.7 % of those interviewed agreed that mobile technology services enable them to access information. The mobile phone has made information search easier and cheaper. Therefore, the mobile phone reduces uncertainty by making it faster and cheaper to seek information to solve problems that are encountered daily (Muturi, 2012). Women in the developing countries and especially USA and Sweden have adopted the mobile phone to access information about the markets for their products, thereby improving their businesses (Joseph, 2005) . They make use of all applications in the mobile phone and have been able to reach out for better markets for their products thereby improving their livelihood. In Kenya, lack of access to information among entrepreneurs makes them less aware of the available market opportunities. Entrepreneurs still face different challenges in accessing markets as a result of inadequate market information, poor marketing research and poor capacity in marketing leading to discrepancy between the supply and demand (KIPPRA, 2006) . All women entrepreneurs in Machakos agreed that their businesses have grown since they started using the mobile phone and that they made more profit from their businesses. This is a clear indication that when well harnessed, the mobile phone can lead to higher growth hence empowerment.
V. CONCLUSIONS
From the findings of the study, it can be concluded that women entrepreneurs have accepted the mobile phone as an important tool for running their businesses but they have not fully adopted all the services of the mobile phone and especially the advanced functions. Women engage in business in order to earn profits and the mobile phone mediates activities in the community to enable women entrepreneurs increase their profits. It was observed that the women entrepreneurs who have adopted and used mobile phone technology services generated high revenues. Furthermore, it was confirmed by respondents that the use of mobile phone reduced business operation costs. The respondents further argued that the flow of information between value chain actors allowed and continued to allow for the exchange of information without travelling.
Women entrepreneurs used mobile phone technology services to open new markets and for selling and buying of products. In addition to the above, results of the focus group discussions revealed that the mobile phone facilitated women entrepreneurs in coordinating their business processes. The use of phone was found to be a tool widely used to coordinate business activities anytime, anywhere.
VI. RECOMMENDATIONS
Women entrepreneurs need to embrace the more advanced mobile technology in their businesses in order to make more profits and to be able to reach out to other markets. Technology has made the world a global (Khalifa, 2002) . The study has highlighted the potential benefits of using the advanced mobile phone services in entrepreneurship, therefore women entrepreneurs and especially in Machakos where the study was done need to embrace the mobile phone advanced services fully, without relying on the basic uses in order to reap the benefits of using the mobile phone in their business transactions and hence improve their enterprises. Women opinion leaders should encourage and support their members to adopt and use mobile phone technology services, and do a follow up to make sure the members adopt it fully. This can be a standing agenda during their organized meetings. Since interpersonal communication seems to be the most commonly used medium of passing information, women entrepreneurs should be encouraged to share more information with their business colleagues and group members.
